Abstract: Although Muslims make up one of the largest tourist markets in the world, knowledge related to the Islamic perspective on tourism is still less represented in the related literature. This study aims to assemble the theoretical foundations of Islamic tourism thoughts in relation to modern tourism paradigms. It aims to investigate the moderating effect of Islamic religiosity on the relationship between Muslim Customer Perceived Value (MCPV) and Muslim customer satisfaction. It studies a sample of 537 Muslim tourists (from Egypt, North Africa, and other countries) and employs a positivist research approach with a quantitative basis of enquiry, a survey strategy through questionnaires, and structural equation modeling (SEM). Six dimensions of Muslim customer perceived value (quality, price, emotional value, social value, Islamic physical attributes value and Islamic non-physical attributes value) were found to have positive effects on Muslim consumer satisfaction. The findings of the study suggest that Islamic religiosity moderates the effects of Islamic physical attributes value and Islamic non-physical attributes value on Muslim customer satisfaction. The findings reinforce the importance of religiosity in understanding Muslim customer satisfaction and behavior. 
Research Highlights
This study explores the interrelationships among Muslim Customer Perceived Value (MCPV), Islamic religiosity and customer satisfaction. The cognitive, the affective and the Islamic attributes components play a fundamental role in explaining purchase and consumption behaviors of the Muslim Tourist. The findings of the study suggest that Islamic religiosity moderates the effects of Islamic physical attributes value on Islamic non-physical attributes value on Muslim customer satisfaction. The findings also reinforce the importance of religiosity in understanding Muslim customer satisfaction and behavior.
INTRODUCTION
Religion is an important cultural factor to study because it is one of the most widespread and influential social institutions and has a significant influence on people"s attitudes, values and behaviors at the level of both the individual and society (Mokhlis, 2009 ). Furthermore, religiosity is known as one of the most important cultural forces and key influences on behavior (Eid, 2013; Zamani-Farahani & Henderson 2010; ZamaniFarahani & Musa 2012) . According to Ateeq-Ur-Rehman (2010) , religiosity affects the adoption of new products by Muslim consumers through influencing their beliefs about what products they should adopt. Further, Alam, Mohd & Hisham (2011) find that religious Muslims consider Islam to be their source of reference. They argue that religiosity plays a full moderating role in the relationship between contextual variables and the purchasing behavior of Muslim consumers.
The close relationship between tourism and religion has been extensively addressed in the tourism literature (Battour, Ismail & Battor, 2011; Eid, 2013; Henderson, 2011; Jafari & Scott, 2014) . Religion has long been a strong motivating factor in people"s travel (Wall & Mathieson, 2006) . Moreover, given that the tourism and hospitality industry is a social and cultural institution, hospitality and tourism should then closely represent the dimensions of ethnicity and religion (Stephenson, Russell & Edgar, 2010) .
In responding to these developments, the tourism industry is progressively moving away from mass marketing and is instead pursuing more sophisticated approaches to segmenting tourist markets in order to address the distinct consumer psychology of a particular target market.
Consequently, a religious perspective on travel and other purchase decisions is preferable to other segmentation variables, such as the demographic characteristics of age and life stage, which have traditionally been used to identify market segments (Gardiner, King & Grace 2013) . Currently, the development of a hospitality market which represents Shari"ah-compliant hotels is very noticeable in such countries as the UAE, Turkey and Malaysia. Although Shari"ah-compliant hotels have traditionally existed in certain countries, including Saudi Arabia and Kuwait, the potential growth of such hotels could also relate to the increase in Muslim tourists around the world (Stephenson et al., 2010) .
However, although previous research has examined the relationship between perceived customer value and consumer satisfaction, there has been only limited investigation into the impact of religiosity on the relationship between customer value and customer satisfaction. Eid (2013) developed and tested a conceptual model of the antecedents and consequences of MCPV. He showed that consumer satisfaction and customer loyalty mediate the relationship between MCPV and customer retention. Eid"s study (2013) is notable because it shows that, on top of the traditional dimensions which help to create value for tourists, other factors also have a direct impact on the successful creation of MCPV, which he suggests is a key determinant of the intention to return.
However, by focusing on MCPV only, his research examines only a narrow aspect of symbolic consumption within the tourism industry.
The present study introduces a parsimonious measure of Islamic religiosity which expands the evaluation of the symbolic consumption of the tourism package by incorporating Islamic beliefs and Islamic practice into Eid"s model of consumer satisfaction (2013) . It further contributes to the existing body of knowledge by examining the moderating role of Islamic religiosity on the relationship between MCPV and customer satisfaction. Although past studies proposed that Islamic attributes have a direct influence on customer satisfaction (Battour, Battor & Bhatti 2013 , Eid, 2013 , to the best of the researchers" knowledge, no study has examined the influence of Islamic religiosity on the relationship between perceived value and customer satisfaction in the tourism industry.
In the following sections, first, the development of the conceptual model and the hypotheses of the study are presented. Next, the methodology of the study is discussed followed by the analysis and results. More specifically, the conceptual model is tested using path analysis, with the AMOS 19 structural equation modeling package, and data collected from a mail survey of 537 Muslim tourists. Finally, the conclusions and their implications are discussed.
RESEARCH MODEL
Figure 1 (below) illustrates the research model which guides this research on investigating the moderating role of Islamic religiosity on the relationship between MCPV and customer satisfaction. As Figure 1 depicts, the important variables of this research include MCPV as the independent variable, Islamic religiosity as the moderating variable, and customer satisfaction as the dependent variable. Customer perceived value is the ultimate result of marketing activities and is a first-order element in relationship marketing (Oh 2003; Prebensen, Woo, Chen & Uysal 2013; Sanchez, Callarisa, Rodriguez & Moliner 2006) . It is defined as a trade-off between total perceived benefits and total perceived sacrifices and is considered an abstract concept (Weinstein & Johnson, 1999) ; hence, its interpretation varies according to its context (Sweeney & Soutar 2001) . The word "perceived" is included because it reflects the experiential view, which holds that value judgments depend upon the consumers" experience.
More recently, Eid (2013) has stated that it is important to study value from an Islamic perspective in particular, because in the Islamic faith the boundaries of the spiritual and secular are transcended. The Islamic holy book (the Qur"an) provides guidance on all aspects of human activity; thus, religion influences the direction of tourism choices that individuals make between various tourism options (Jafari & Scott, 2014) . Therefore, due to the requirements of Islamic Shari"ah, an assessment of the value of tourism products by Islamic tourists entails a completely different process from a secular assessment. The participation of Muslims in tourism activities requires religiously acceptable goods, services and surroundings. Therefore, any attempt to design a scale of measurement of the overall MCPV of a purchase, or to identify its dimensions, must reflect not only a structure which identifies not only functional and affective dimensions but also Shari"ah-compliant attributes. The research model proposes that the six components of MCPV -quality, value for money, emotional attributes, social attributes, Islamic physical attributes and Islamic non-physical attributes -have positive effects on customer satisfaction when moderated through Islamic religiosity. As shown in Figure 1 , the effects of the MCPV dimensions on customer satisfaction are moderated by Islamic religiosity. In order to examine the direct effects of MCPV dimensions on customer satisfaction and the moderating effect on these of Islamic religiosity, the study develops and tests a moderation model -as shown by the dotted lines in Figure 1 .
Independent Variable: MCPV
In the hospitality and tourism industry, customer perceived value has recently been an object of interest to many researchers. Some studies have treated perceived value as two crucial dimensions of consumer behavior (the functional value): one of benefits received (economic, social and relationship) and another of sacrifices made (value for money, time, effort, risk and convenience) by the customer (see for example Cronin, Brady, Brand, Hightower & Shemwell 1997; Oh 2003) .
Undoubtedly, to understand the full meaning of the tourist"s purchasing decision, hospitality and tourism activities need to play on fantasies, feelings and emotions.
Beyond their tangible attributes, many products have symbolic meanings, which lie beyond tangible attributes, perceived quality, or value for money (Havlena & Holbrook 1986 ). Furthermore, because perceived value is a subjective and dynamic construct which varies in different tourists and cultures at different times, it is necessary to include the subjective or emotional reactions that are generated in the consumer mind (Prebensen et al., 2013; Sweeney & Soutar 2001 (Havlena & Holbrook 1986) . Dumand & Mattila (2005) also find that affective factors, in particular those to do with hedonism and pleasure, are related to a cruise vacationer"s perception of value. Recently, Lee, Lee & Choi (2011) have highlighted the importance of emotional value, in addition to functional value, for festival-goers. They suggest that future research should examine other possible factors which might influence perceived value.
Therefore, many studies adopt a wider view that treats the concept of customer perceived value as a multidimensional construct (see for example: Prebensen et al., 2013; Sweeney, Soutar & Johnson 1999; Sweeney & Soutar 2001 Prebensen et al., (2013) suggest four distinct dimensions: emotional, social, quality/performance, and price/value for money. However, although these studies provide empirical evidence of the existence of the cognitive and affective dimensions of perceived value, none of them has investigated the overall perceived value of a purchase from an Islamic perspective. Undoubtedly, religious identity appears to play an important role in shaping consumption experiences including hospitality and tourism choices among Muslim customers. This is because religion teaches its followers codes of behavior which may encourage them to or discourage them from consuming some tourism products. For example, some people, due to their religious beliefs, find the public consumption of alcohol to be very offensive (Battour et al., 2011; Jafari & Scott 2014) .
To give another example, it is a religious compulsion for all Muslims to consume only products that are permitted by Allah (God) and fall under the jurisdiction of Shari"ah. In Islam, Shari"ah-compliant tourism products generally refer to all the products that are in accordance with the instructions of Almighty Allah (God) and the Prophet Mohammad (May peace be upon him). Shari"ah specifically designates by the term "Halal" those products which are permissible, lawful and unexceptionable for consumers.
Shari"ah-compliant tourism products may therefore add value to Muslim consumers" purchasing experiences through the Islamic benefits that contribute to the value of the whole.
Observing Shari"ah principles is a requirement for every Muslim and sensitivity to the application of these principles is important because religious deeds are not acceptable if they are not conducted appropriately. A typical Muslim is expected to recite regular prayers in clean surroundings and to fast in Ramadan. In Islamic teaching, Muslims are also expected to abstain from profligate consumption and indulgence (Hashim, Murphy & Hashim, 2007) . In addition, Shari"ah principles prohibit adultery, gambling, the consumption of pork and other Haram (forbidden) types of food, the selling or drinking of liquor and inappropriate dress (Zamani-Farahani & Henderson 2010 ).
Two conclusions from the above discussions can be introduced here to help in building an effective scale to measure MCPV. First, the view of perceived value as simply a cognitive variable is too narrow, since the affective component must also be included. Second, the Muslim tourist evaluates not only the traditional aspects of value (cognitive and affective components) but also the aspects related to his religious identity which contribute to value creation. This overall vision underlies the multidimensional approach to MCPV.
Moderator: Islamic Religiosity
Religion is an under-researched topic in tourism marketing (Cleveland, Laroche & Hallab, 2013) . Religiosity, it should be noted, is distinct from religion. The latter is conceptualized as a continuum of commitment that represents a particular faith or creed (such as Islam and Christianity), whereas the former portrays the focus of religion in directing a person's life in accordance with religious role expectations (Weaver & Agle, 2002) . Religiosity defines the ideas about the way to live which are reflected in the values and attitudes of societies and individuals (Fam, Waller & Erdogan, 2004) . Such values and attitudes shape the behavior and practices of institutions and people.
Religiosity has long been acknowledged as an important social force that influences human behavior, but in a secular society its influence on consumer behavior appears to be underestimated. Previous studies have indicated that religiosity can be a significant factor in regard to consumption patterns (Cleveland et al., 2013; Weaver & Agle, 2002) , innovativeness (Mansori, 2012) , advertising (Fam et al., 2004; Michell & Al-Mossawi, 1995) , family decision-making (Sim & Bujang, 2012) , purchase risk aversion (Delener, 1990) and selected store patronage behavior (Alam et al., 2011; Battour et al., 2011; Mokhlis, 2009 ).
By tradition, religiosity has been conceptualized as a uni-dimensional construct, it most commonly measured element being attendance at religious ceremonies. However, as has been argued by Bergan & McConatha (2001) , the reliance on such religious attendance as a sole measure of religiosity may be misleading, insufficient and liable to incorrect conclusions. Therefore, the authors introduce recognition of the multidimensional nature of religiosity to allow for a more thorough understanding of the possible importance of different dimensions or forms of religiosity. However, there is no consensus among experts as to the number of dimensions that make up the construct of religiosity. For example, Batson, Schoenrade & Ventis (1993) measure religiosity using two main dimensions, namely, belief and practice.
According to Marks & Dollahite (2001) , religious belief includes personal, internal beliefs, and the framings, meanings, and perspectives of religion. Meanwhile, religious practice covers the outward, observable expressions of faith such as scripture study, prayer, traditions and rituals. Other researchers (see for example; Cornwall, Albrecht, Cunningham & Pitcher, 1986; Marks & Dollahite, 2001 ) measure religiosity along three main dimensions. However, the three-dimension measurement acknowledges the existence of two dimensions which have been discussed above: i.e. religious belief and religious practice. In the current literature the third dimension has different names because different writers depend on different things to supply the third dimension. For example Marks & Dollahite (2001) see it as "communities", Tan (2006) believes it to be "experience" and Duriez, Fontaine & Hutsebaut (2000) refer to it as "spirituality".
Undoubtedly, all the previously mentioned scales have been found to be reliable in measuring religiosity and have been applied in a number of consumer research studies.
However, it should be noted that, although most of the scales have been used widely in marketing, and specifically in consumer research, the scale has been designed from a Christian perspective and was developed using data from Christian respondents (Abdul In summary, the use of two and three dimensions in measuring religiosity is the most common practice. Since the religiosity measure is required to be religion-specific (King & Crowther, 2004) , this study adopted the measurement of Marddent (2009) , who developed it from Islam"s main religious texts, the Qur"an and the Sunnah. According to Marddent (2009) , the measurement of Islamic religiosity adopts the perspective of Islamic Belief and Islamic Practice.
Dependent Variable: Customer Satisfaction
According to Rodriguez & Martin (2008) , consumer satisfaction is not only cognitive but also emotional. While the literature shows a range of significant differences in its definitions of satisfaction, there are at least two common formulations of satisfaction (Ekinci, Dawes & Massey, 2008; Nam, Ekinci & Whyatt, 2011) : one is transient (transaction-specific) satisfaction, whereas the other is overall (or cumulative).
Transient satisfaction results from the evaluation of activities and behaviors that take place during the single, discrete interaction of a service encounter (Oliver, 1997) . A key implication of this definition is that transient satisfaction should be captured immediately after each service interaction with the service provider (e.g., satisfaction with a specific employee) (Nam et al., 2011) .
Meanwhile, overall satisfaction is viewed as an evaluative judgment of the last purchase occasion and is based on all encounters with the service provider (Ekinci et al., 2008; Nam et al., 2011) . Transaction-specific satisfaction is likely to vary from experience to experience, while overall satisfaction is a moving average that is relatively stable and most resembles an overall attitude to purchasing a brand.
Similarly, Anderson & Fornell (1994) agree that nearly all satisfaction research has adopted the overall satisfaction formulation, because it lies deeper and is more useful than transient satisfaction for predicting a consumer"s behavioral intentions as well as a firm"s past, present, and future business performance. Therefore, this study adopts overall satisfaction, which emphasizes different standards of comparison and feedback from initial service performance, the emotional nature of satisfaction which captures the defining tone of consumer satisfaction. This may be specific to cultures, values and metaphors.
DEVELOPMENT OF HYPOTHESES

Effects of MCPV on Muslim Customer Satisfaction
According to previous research on the multidimensional nature of consumer value, it can be assumed that positive and negative value dimensions may have positive or negative effects, or both on MCPV construct. Thus, the six dimensions of Sanchez et al. (2006) could be considered; among these, functional value (quality and value for money), emotional value, and social value have been chosen. But, considering the special nature of Muslim tourists, another positive components of perceived value (Islamic physical attributes and Islamic non-physical attributes) have been added.
Previous works argue that perceived quality and value for money form part of the positive component of functional value (Havlena & Holbrook, 1986; Sanchez, Callarisa, Rodriguez, & Moliner, 2006; Eid and El-Gohary, 2014) . In value models, quality and value for money have been treated as separate influences on perceived value: quality has a positive influence and value for money or price has a negative influence (Dodds et al., 1991; Sweeney & Soutar, 2001) . Therefore it can be argued that quality and value for money are functional sub-factors which contribute separately to customer satisfaction and should be measured separately. The research hypotheses supporting this proposal are then as follows:
H1:
The perceptions of quality will have a positive impact on Muslim customer satisfaction H2: The perceptions of value for money will have a positive impact on Muslim customer satisfaction However, a tourist"s decision should not be seen from a purely rational point of view. The experiential view provides new keys to the valuation made by tourists and therefore to the most important attributes that will later affect their satisfaction (Eid and El-Gohary, 2014) . Therefore, affective elements (emotions and social recognition) play a Religiosity takes into account the quality or extent to which a person is religious. This study postulates the moderating impact of Islamic religiosity on the relationship between MCPV and customer satisfaction. According to Egresi, Bayram & Kara (2012) , the attitudes and behavior of tourists at the site may differ according to their religious affiliation and religiosity. Similarly, Sim & Bujang (2012) and Michell & Al-Mossawi (1995) confirm the role of religiosity in the relationship between customer value and consumer behavior. Therefore, it is proposed as the last two hypotheses that:
H5a and H6a: The Islamic religiosity of Muslim customers moderates the effects of
Islamic physical attributes and Islamic non-physical attributes on customer satisfaction.
Research methodology
Data collection
The generalizability of a study relies on the representativeness of the respondents.
Therefore, for the present study a representative selection of Muslim tourists was made from a database of Muslim tourists. Several International tourism organizations located in the UK, Egypt and the UAE were requested to give us access to their tourist database, and of these three prominent examples agreed to do so. The three organizations have been reassured that only members of the research team would have access to the data they gave and the completed questionnaire would not be made available to anyone other than the research team. A database of Muslim tourists was then made for data collection purposes. The criteria for selecting tourists to participate were simple. First, tourists should be Muslim. Secondly, tourists should have bought a tourism package during the last two years. Finally, tourists should come from a number of different countries. This technique resulted in a database of 6454 Muslim tourists.
The sample size was to be determined according to the Aaker & Day (1986) sample size equation, which is widely accepted by social science researchers, since it takes into account the degree of required confidence, the sample error, ratio of population characteristics available in the sample (50% in social sciences) and population size.
According to Aaker & Day (1986) , the sample size can be determined according to the following equation (El-Gohary, 2012) :
Where: Z = Degree of required confidence (95 %) S = Sample error (5%) P = Ratio of population characteristics available in the sample (50%) N = Population size n = Sample size
As the sample size generated by the Aaker & Day (1986) equation was relatively small, the sample was chosen to represent 15% of the population, not only because this is accepted by most researchers in the field but also in order to "increase the sample confidence and decrease the sample error". Therefore, a systematic random sampling method was used to produce a sample of 1000 tourists. A research packet, which contained a covering letter and an anonymous [self-administered] questionnaire, was emailed to the tourists and a web link to the on-line survey was also given in the e-mail. It was inferred that some of those invited refused to participate to this study, since no reply was received from them.
Unfortunately, no information is available about the non-respondents and so this source of non-sampling error cannot be controlled. A total of 571 respondents returned questionnaires, but 34 who sent incomplete questionnaires were omitted from the analyses, leaving a total of 537 useful responses or a 55.59 % overall response rate. This high response rate may be explained by two factors: First, the questionnaire was designed in such a way that only 15 minutes was needed to complete it. Second, attempts were made to contact all respondents up to five times by e-mail and telephone before they were dropped from the sample. This actually meets the suggestion by Bartlett et al., (2001) Singapore (2.6%), Spain (2.5%), Sudan (2.1%), Syria (2.5%), Tunisia (3%), Turkey (3.1%), UAE (9.2%), UK (6.7%), USA (2.6%) and Yemen (2.4%).
To ensure that the valid responses were representative of the larger population, a non-response bias test was used to compare the early and late respondents.  2 tests show no significant difference between the two groups of respondents at the 5% significance level, implying that a non-response bias is not a concern.
Research Instrument Development-Measures
The six constructs (functional value (quality), functional value (value for money), emotional value, social value, Islamic physical attributes value and Islamic non-physical attributes value) were measured by multiple-item scales adapted from previous studies.
All the items were operationalized using a five-point Likert-type scale.
First, in conceptualizing the cognitive value (functional value), the original 
, Petrick (2002) and Eid (2007) . Finally, to conceptualize Islamic religiosity, this study adopted scales from both Marddent (2009) and Batson et al., (1993) and used the Qur"an and Sunnah as references. On this basis, religiousness was measured as a secondorder construct that consists of two first-order components: Islamic Belief and Islamic Practice, each one measured using four five-point Likert-type questions.
Two consecutive rounds of pre-testing were conducted in order to ensure that respondents would understand the measurement scales used in the study: First, the questionnaire was reviewed by five academic researchers experienced in questionnaire design and, next, the questionnaire was piloted with four tourism experts known to the researchers. The pilot took the form of an interview where the participants were first handed a copy of the questionnaire and then asked to complete it and discuss any comments or questions they had. The outcome of the pre-testing process was a slight modification and alteration of the existing scales, in view of their context. 
Analysis and Results
Before
Measurement Models
To apply the MLE method for estimating the model, the constructs must satisfy the criterion of multivariate normality (Bagozzi & Yi, 1988) . Therefore, for all the constructs, Table 4 (see Appendix) tests of normality, namely skewness, kurtosis, and Mahalanobis distance statistics (Bagozzi & Yi, 1988) , were conducted. These indicated no departure from normality. Thus, as normality was confirmed for all the constructs, it was decided to proceed with using the MLE method to estimate the model. The psychometric properties of the constructs were assessed by calculating the Cronbach"s alpha reliability coefficient (Nunnally & Bernstein, 1994) .
To meet the requirements for satisfactory convergent and discriminant validity, the six customers perceived value dimensions, Islamic religiosity, and consumer satisfaction scales were tested by confirmatory factor analysis. Convergent validity describes the extent to which indicators of a specific construct converge or share a high proportion of variance (Hair, Black, Babin, Ralph & Ronald, 2006) . Convergent validity can be achieved if the average variance extracted (AVE) for a construct is greater than 0.50. Table 1 summarizes the results of the convergent validity analysis. Note that all of the scales had an acceptable convergent validity.
Meanwhile, discriminant validity is the distinctiveness of two conceptually similar constructs (Hair, Black, Babin, Ralph & Ronald, 2006) . This indicates that each construct should share more variance with its items than it shares with other constructs.
Discriminant validity is present when the AVE from each construct is greater than the square of the correlations. Table 1 shows that the variances extracted by constructs (AVE) were greater than any squared correlation among the constructs (the factor scores as single item indicators were used to calculate the between-constructs correlations); this implied that the constructs were empirically distinct (Fornell & Larcker, 1981) . 
Structural-model testing
Finally, given that the purpose of the study was to test the hypothesized causal relationships among the constructs of the model, the authors used the structural equationmodeling package, AMOS 19 (see Figure 2) . The factor scores were employed as single item indicators to perform path analysis, applying the maximum likelihood estimates (MLE) method, following the guidelines suggested by Joreskog & Sorbom (1982) . A more detailed analysis of the results and measures for model fit is reported in .994, RMSEA = .085). Since these indices confirm that the overall fit of the model to the data was good, it was concluded that the structural model was an appropriate basis for hypothesis testing. 
Moderating Effects of Islamic Religiosity
To evaluate the moderating effect of Islamic religiosity, the authors followed the methodology of Zhao & Cavusgil (2006) . According to them, a two-group model was used because it could determine whether Islamic religiosity moderates the effect of Islamic attributes on MCPV. The sample was split into 2 groups according to the mean score of the Islamic religiosity of the respondents. The data above the mean were defined as high Islamic religiosity, and the data below the mean as low Islamic religiosity. A two group AMOS model was used later in order to determine whether or not there was any significant difference between the structural parameters of the high Islamic religiosity group and the low Islamic religiosity group. In the first analysis, the parameter from the Islamic attributes to the MCPV was constrained to be equal. In the second, the parameter was kept free (not constrained). Differences in the chi-square values between the two models determined whether the degree of Islamic religiosity had a moderating effect on the relationship between Islamic physical attributes and MCPV. Table 3 shows that, for
Islamic physical attributes, the chi-square differences were significant. The coefficient of the high Islamic religiosity group was greater than that of the low Islamic religiosity group. Hence it appears that Islamic religiosity significantly moderates the relationship between Islamic physical attributes and MCPV, supporting H5a.
Through the same procedure, the moderating effect of Islamic religiosity on the relationship between Islamic non-physical attributes and MCPV was calculated. The difference in the chi-square values of the two models was significant. The results indicate that marketing on the basis of Islamic religiosity moderates the impact of Islamic nonphysical attributes on MCPV. The path coefficient of high Islamic religiosity was greater than that of low Islamic religiosity. Hypothesis 6a is thus supported. 
Discussion
The purpose of this article is (a) to offer some useful and practical guidelines for tourism organizations and other types of businesses wishing to enhance their success by understanding and incorporating MCPV and (b) to enhance the current understanding of the moderating effect of Islamic religiosity on the relationship between MCPV and Muslim customer satisfaction in the tourism industry.
Muslim Customer Perceived Value (MCPV)
This study provides new theoretical grounds for studying the MCPV. It also supplies tourism organizations with a number of operative dimensions that may be essential for their remaining competitive in the dynamic marketplace. Not only does this study provide an empirical assessment of the essential elements of customer value, but it also assesses the critical factors for targeting and creating value for Muslim customers.
These factors include six basic categories: (1) quality value; (2) value for money; (3) emotional value; (4) social value; (5) Islamic physical attributes value; and (6) Islamic non-physical attributes value.
There has been little empirical research that examines customer value from the perspectives of Muslim customers. In service industries such as tourism, the consumers" experience is intangible, dynamic, and subjective (Havlena & Holbrook, 1986; Sweeney & Soutar, 2001 ) and therefore it is not acceptable to assume that the same dimensions of value apply to different customers and cultures. The reliability, factor structure, and validity tests indicate that the 24-item MCPV scale and its six dimensions have sound and stable psychometric properties.
The scale demonstrates that Muslim consumers access products, not only in functional terms of the expected quality of the tourism product, value for money of the tourism product, the enjoyment delivered from the tourism product (emotional value) and what the tourism product communicates to others (social value); but also in terms of its providing tangible and intangible attributes that result in the delivery of Shari"ahcompliant tourism products, such as Halal food and the availability of Shari"ahcompatible art, fun and entertainment tools.
The findings of this research support the previous theoretical views of different researchers. For example Salazar (2005) has argued that understanding Islamic values must be seen in local contexts as a type of "Glocalization" and has called for a dramatic change that moves the concept of value-in-use to a more descriptive concept of "value-incontext" (Vargo, 2009) . The results also support the view of Lusch and Vargo that "value is always uniquely and phenomenologically determined by the beneficiary" and are also idiosyncratic, experiential, contextual and meaning-laden. Certainly this embraces a multiple perspective (Lusch & Vargo, 2011) . In fact, value creation in the tourism industry in particular is always a collaborative and interactive process that takes place in the context of a unique set of multiple exchange relationships provided through services (Vargo 2009 ). This calls for a move from thinking of customers as isolated entities to understanding them in the context of their own networks, backgrounds and religions.
MCPV, Islamic Religiosity and Customer Satisfaction
To test the moderating effect of Islamic religiosity, a two-group model was used But, even though Delener (1994) argues that religion has been a significant force in the lives of many individuals, its role in consumer choice can be characterized as unclear or fuzzy 1994, p. 36) . Other researchers (e.g. Rice & Al-Mossawi, 2002) suggest that religious beliefs can nonetheless impact on consumer behavior. The results of the present research confirm that consumer behavior will not only be affected by the consumer"s religion, but will also be affected by the customer"s level of religiosity and culture. As illustrated by Rice & Al-Mossawi (2002) , Muslims often have a strong
Islamic identity and would be attracted by Islamically-oriented appeals. It is worth reminding ourselves that "one person"s religiosity is quite different from another"s" (Babbie, 1992, p. 278) .
Conclusion and Research Implications
Generally, the research findings support the research model and give support to most of the hypotheses. The key contribution of this study is that it provides a more This research has theoretical (academic) and managerial (practical) implications.
In terms of academic implications, the research can be considered as a unique study in the field of religious tourism in general and Islamic tourism in particular. The study has not only made a considerable contribution to the cumulative knowledge in its direct field, but it has also some implications for the wider body of knowledge. With regard to business implications, as the study findings confirm, the importance of the different dimensions of MCPV on Muslim customers" satisfaction and behavior, based on the importance of these dimensions revealed in the findings, is that tourism and hospitality companies as well as other tourism institutions will have a better understanding of the different factors affecting Muslim customers" satisfaction which then can be used in planning and directing their own future marketing strategies, policies, and plans. Recognition of such dimensions and their importance should enable tourism and hospitality companies to develop more sophisticated positioning strategies.
Meanwhile, the results of this research show the importance of Islamic attributes value on Muslim consumers" willingness to buy a tourism product which is normally considered to be functionally and affectively oriented. This has substantial implications for the development of marketing strategies for tourism and hospitality companies. For example, tourism and hospitality companies should develop a hospitality and tourism market which admits Shari"ah-compliant tourism products. Such initiatives illustrate the potential for tourism companies for establishing and developing forms of hospitality and tourism grounded in the principles and behavioral codes that represent national societies and cultures. If they do, tourism and hospitality institutions, by identifying and marketing their ability to meet the needs of Muslims, can improve the chance of being their preference when it comes to tourism.
As with any study, there are certain limitations that should be recognized. First, one limitation of this research is that it is specific to one culture (Islamic) and one service sector (the tourism industry). Second, MCPV was assessed using only six constructsquality, value for money, emotional, social, Islamic physical attributes value and Islamic non-physical attributes value; while there is evidence that MCPV is a much broader construct which might include reputation (Nasution & Mavondo, 2008) and aesthetics (Gallarza & Saura, 2006) . Finally, Islamic religiosity was assessed using only two constructs; Islamic belief and Islamic practice, although previous work has shown that religiosity includes other dimensions, for example, those of "communities" (Marks & Dollahite, 2001) , "organizations" (Krause, 1993) , "experience" (Tan, 2006) , "spirituality" (Duriez et al., 2000) , "affect" (Cornwall et al., 1986) and "experiential" (Caird, 1987) .
The direction for future research which emerges from the research findings is to improve the current understanding of the effect of Islamic religiosity in other types of business. For example, the Islamic religiosity dimensions discussed in this study warrant a more in-depth study of other service industries, such as banking and insurance. Given the importance associated with the MCPV, a potentially fruitful area would be to develop the quantification of MCPV into an "index of practice" so that tourism companies could determine the level of performance with a time-based approach. The results of an audit, with regard to the index, could pinpoint areas which need attention and improvement.
Future research may choose to focus on one or more of the Islamic attributes so as to generate an in-depth knowledge which would inform both theoretical and practical applications. Researchers could use these factors to gauge the success of tourism companies in attracting Muslim tourism. Meanwhile, the MCPV and Islamic religiosity measurement must be subjected to review, critique, and discussion for an extended period before it merits general acceptance. Additional items might be tried in each category.
Finally, different constructs could be tried out to measure the Islamic religiosity effect.
To this end, a very promising research approach would be to study the consequences of Islamic religiosity for tourists" post-purchase behaviors. More specifically it is suggested that the causal relationship between Islamic religiosity and Muslim consumer loyalty should be analyzed. 
